LETTERS 


PRICES -- COSTS -- FINANCES 


October 11, 1955 
The Canning Trade 


Baltimore, Md. 


Dear Ed: 

I have been interested in your editorial 
discussions of canners prices, costs, and 
sales, also in the letters reproduced on 
your editorial pages, especially Glenn 
Knaub’s letter of September 22. While 
the writer does not usually express an 
opinion to editorial writers and never 
writes for publication, we feel impelled 
in this instance to write you a note, as 
an old reader to whom the following does 
not apply, for we have nothing to sell, 
and did not operate our plant in 1955. 


Do you happen to know the Canning 
industry (Independent Canners) as a 
whole is an underfinanced industry, with 
its sales policies influenced more by 
bankers than many other industries; 
that many canners were forced to sell 
their products at below cost prices, to 
pay off bank notes, to bankers calling 
their paper because they themselves 
were afraid of the papers safety, or be- 
cause governmental policies made it im- 
perative that paper be called regardless 
of its effects on the markets or the profit 
positions of the signers? That many In- 
dependent Canners could not find the 
money to hire a cost accountant; that 
many are folding and will fold because 
of the non-profit condition under which 
they and their competitors are selling? 
It’s not always the under financed pack- 
er who quits, but frequently the concern 
who simply will not continue an unprofit- 
able operation. 


It’s true the canning industry has kept 
the price of food lower than the com- 
parative cost of some other industry’s 
products. Was this a mistaken policy? 
‘ould the present advertising drives, 
‘eritorious as they are, have been 
‘ecessary had the housewife been edu- 
‘ted to expect food price advances in 
ve with other items? Maybe some of 
e fellows who quit voluntarily, or 
herwise, might still be in business. 

e have no quarrel with advertising, 
id think the drives should continue, but 
's devote a little attention to the neces- 
‘y of getting and maintaining better 
‘ices. Now is the time to act, not after 
‘ec ’56 packs are in the warehouses, and 
‘ancial casualties begin to occur. Any- 

w this is enough. 

Yours very truly, 
Roy Chard 


Audubon Canning Company 
Audubon, Iowa 
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4COMMENTS —Old friend, Roy Chard, a keen student of the industry these 

many years, characteristically puts his finger on the nub of 
the kernel. Memory and imagination often go hand in hand and it sometimes 
occurs to the writer that he can remember his mother as she rocked his cradle, 
singing a lullaby that told of the woes of the underfinanced canner .. . 
Actually father had that sad experience as a Pennsylvania corn canner the year 
the writer was born ... as father paced the floor cussing the canner who would 
leave every detail of sales to an outside party. Because of these two circum- 
stances canners have been going broke since canning began. But the overall 
picture has never changed materially, for as one such canner cashed in his 
chips another, anxious to make a try for that every fifth or sixth year jack- 
pot, bought into the game. And so the process was repeated over and over 
again. 


So what of now? Is the present situation any different? Everyone is 
asking himself and others today if the day of the small and medium sized 
canner is a thing of the past. Is this grand old industry headed toward a con- 
centration similar to the automobile, the steel and the can industries, for 
instance, with only a hand full of producers? That’s a good question. Maybe 
the 64 million dollar one. It’s consoling, at least, to know that the same ques- 
tion has been asked before. 


It’s elementary, of course, that there need be no connection between size 
and the ability to sell, nor the financial structure of the firm, nor indeed the 
price. (Mr. Kraemer pointed out last week on this page that one of the “big 
four” broke the market on corn last year.) If it were asked then, is the day of 
the poor salesman, or the poor manager drawing to an end, that question might 
not be too hard to answer .. . we think. 


It seems reasonably safe to say that in the past few years we have made 
some progress in improving our sales I1.Q. We have learned, or at least are 
well on the way toward learning, the important lesson that a sales effort is 
necessary, though many of us may still need some brushing up on how to do 
it. The financial picture, however, is a horse of another color. Because of the 
very nature of the canning business there is scarcely a canner, or freezer, in 
the business who doesn’t need outside capital to carry him over the heavy 
producing season. Bankers, commission houses, so-called factors, can com- 
panies, equipment firms, and other suppliers have come in for their share of 
the blame, for financing inefficient cannery management. There are undoubtedly 
many instances in which this criticism is justified. On the other hand, as men- 
tioned above, this assistance is most necessary to efficient management. The 
lending agencies have made many mistakes in the past in calling their paper 
too soon. They have also erred in extending credit where it was not warrented. 
These practices change in degree according to economic circumstancs, but it 
is unreasonable to believe that they will discontinue entirely as long as human 
nature remains what it is. In other words there’ll probably always be some 
forced sales at market-breaking prices; though this is not to mean that we 
should stop trying to prevent the same. 


All of us are necessarily a part of society and our lives and businesses are 
affected to a degree by the actions of others. Even so, if within those limits 
we keep our own house in order, even bankers can usually be made to listen 
to reason. 


Meanwhile rest assured, as we have mentioned before, this column fully 
agrees with Mr. Chard that now is the time to price for profit, and at the same 
time “condition” your customers all down the line to the consumer to higher 
prices needed to cover higher costs in 1956. 


CONVENTION NOTES 


The National Canners Association has 
announced a general outline of the pro- 
gram for the 49th Annual Convention to 
be held in Atlantic City Thursday, Fri- 
day and Saturday, January 19, 20, and 
21. One of the highlights will be a pro- 
gram celebrating the enactment 50 years 
ago of the first Federal Pure Food Law, 
and the leadership of the canning in- 
dustry in that field since enactment. All 
living past Food & Drug Commissioners 
will be invited to participate, and an 
outstanding speaker, a food scientist 
associated with the early days of food 
legislation, will be featured . .. on 
Thursday afternoon, the 19th, the Re- 
search Laboratory will hold a_ session 
dealing with syrup and syruping opera- 
tions ... on Friday afternoon the Labo- 
ratory in cooperation with the CMSA 
will present a program on instrumenta- 
tion .. . on Saturday morning and after- 
noon technical sessions are planned on 
materials-handling, radiation  steriliza- 
tion, and the knowledge learned from the 
atomic tests last spring. . . marketing 
and merchandising sessions will be held 
Friday afternoon, January 20, and Sat- 
urday morning. On Friday afternoon a 
panel discussion, on merchandising by 
representatives of the National Associa- 
tion of Retail Grocers, and a report on a 
national survey of canned food advertis- 
ing and merchandising by retail stores. 
On Saturday morning the topic will be 
the purchase and use of canned foods as 
effected by consumer motivation—effec- 
tive retail displays, multiple unit selling, 
and trends and relationships of canned 
food sales ... on Saturday afternoon the 
Fishery Products Division will have 
representatives of the institutional and 
food chain markets to discuss the possi- 
bilities of including the services and ex- 
panding the markets of canned fish pro- 
ducers. 


Paul Hinkle, Secretary, Ohio Canners 
Association, reminds those planning to 
attend the Ohio Convention this year, 
that changes have been made. First of 
all, the meeting will be held in Cleveland 
for the first time in 48 years; secondly, 
it will be held on Monday and Tuesday 
instead of later in the week. Also it 
might be noted it is being held early in 
December (5 and 6), somewhat more 
comfortable as far as Christmas is con- 
cerned. Mr. Hinkle suggests that a num- 
ber of supply people will be on hand 
Sunday evening to welcome canners. 
Program arranged to give canners more 
time to spend with brokers and supply 
people, and to make business appoint- 
ments. Registration will open 9:30 A.M. 
Monday, followed by luncheon and a 
business session. No formal program 
Monday evening; Tuesday morning a cut- 
ting bee, a luncheon, a business session, 
and election of officers. Banquet and 
dance Tuesday evening. Good speakers 
including Joe Burger, George Morrill, 
Sherlock Holmes Evans. 


(Continued on Page 11) 


ASSOCIATION © conuention « SCHEDULE 


OCTOBER 30-NOVEMBER 2, 1955— 
NATIONAL ASSOCIATION OF FOOD CHAINS, 
22nd Annual Meeting, Chicago, III. 


OCTOBER 31, 1955 — 1OWA-NEBRASKA 
CANNERS ASSOCIATION, Annual Meeting, 
Fort Des Moines Hotel, Des Moines, 
Iowa. 


NOVEMBER 38-—lILLINOIS CANNERS 
ASSOCIATION, Fall Meeting, Bismarck 
Hotel, Chicago. 


NOVEMBER 3-4, 1955—OZARK CAN- 


- NERS ASSOCIATION, Annual Fall Meeting, 


Colonial Hotel, Springfield, Mo. 


NOVEMBER 17-8 — WISCONSIN CAN- 
NERS ASSOCIATION, 51st Annual Conven- 
tion, Schroeder Hotel, Milwaukee. 


NOVEMBER 11-15—AMERICAN MEAT 
INSTITUTE, Annual Convention, Palmer 
House, Chicago. 


NOVEMBER 16-18, 1955 — INDIANA 
CANNERS ASSOCIATION, Annual Conven- 
tion, French Lick Springs Hotel, French 
Lick, Ind. 


NOVEMBER 16-18 — GROCERY MANU- 
FACTURERS OF AMERICA, INC., Annual Con- 
vention, Waldorf Astoria Hotel, New 
York City. 


NOVEMBER 21, 1955—PENNSYLVANIA 
CANNERS ASSOCIATION, 41st Annual Con- 
vention, Penn Harris Hotel, Harrisburg, 
Pensylvania. 


DECEMBER 1-2, 1955 — TRI-STATE 
PACKERS ASSOCIATION, 52nd Annual Con- 
vention, Benjamin Franklin Hotel, Phila- 
delphia, Pennsylvania. 


DECEMBER 1-2, 1955—GEORGIA CAN- 
NERS ASSOCIATION, Annual Convention, 
Daytona Plaza Hotel, Daytona Beach, 
Florida. 


DECEMBER 5-6, 1955—ONTARIO FOOD 
PROCESSORS ASSOCIATION, Annual Conven- 
tion and Machinery Exhibit, Royal York 
Hotel, Horticultural Building, Toronto, 
Ontario, Canada. 


DECEMBER 5-6—MICHIGAN CANNERS 
AND FREEZERS ASSOCIATION, Fall Meeting, 
Pantlind Hotel, Grand Rapids. 


DECEMBER 5-6—OHIO CANNERS ASSO- 
CIATION, 48th Annual Convention, Carter 
Hotel, Cleveland. 


DECEMBER 5-8, 1955 — VEGETABLE 
GROWERS ASSOCIATION OF AMERICA, 47th 
Annual Convention, Washington, D. C. 


DECEMBER 6, 1955—MAINE CANNERS 
ASSOCIATION, Annual Convention, Fal- 
mouth Hotel, Portland, Maine. 


DECEMBER 7, 1955 — MINNESOTA 
CANNERS & FREEZERS ASSOCIATION, 49th 
Annual Convention, St. Paul Hotel, St. 
Paul, Minn. 
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DECEMBER 8-9, 1955 — NEW YORK 
STATE CANNERS & FREEZERS ASSOCIATION, 
70th Annual Convention, Hotel Statler, 
Buffalo, N. Y. 


JANUARY 9-10, 1956 — CANNERS 
LEAGUE OF CALIFORNIA, 2nd Annual Con- 
ference for Processors’ Fieldmen, Uni- 
versity of California, Davis, Calif. 


JANUARY 16-21, 1956 — NATIONAL 
FOOD BROKERS ASSOCIATION, Annual Con- 
vention, Atlantic City, New Jersey. 
(Meeting Jan. 16). 


JANUARY 17-21, 1956 — NATIONAL 
CANNERS ASSOCIATION, Annual Conven- 
tion, Atlantic City, New Jersey. 


JANUARY 19-21, 1956—CANNING MA- 
CHINERY AND SUPPLIES ASSOCIATION, An- 
nual Exhibition (Annual Meeting Janu- 
ary 21), Atlantic City, New Jersey. 


JANUARY 29-FEBRUARY 1, 1956— 
FROZEN FOOD CONVENTION, N.A.F.F.P., 
N.A.F.F.D., Waldorf Astoria Hotel, New 
York City. 


FEBRUARY 1-3, 1956 — PENNSYL- 
VANIA CANNERS ASSOCIATION, 11th An- 
nual Fieldmen’s Conference, Pennsyl- 
vania State University, University Park, 
Pennsylvania. 


FEBRUARY 17-18, 1956 — CANNERS 
LEAGUE OF CALIFORNIA, Annual Fruit and 
Vegetable Sample Cutting, Fairmont 
Hotel, San Francisco, California. 


FEBRUARY 22-24, 1956 — CANNED 
FOODS ASSOCIATION OF BRITISH COLUMBIA, 
Annual Convention, Georgia Hotel, Van- 
couver, B. C., Canada. 


FEBRUARY 27-29, 1956—CANADIAN 
FOOD PROCESSORS ASSOCIATION, Annual 
Convention, Harrison Hot Springs Hotel, 
Harrison Hot Springs, B. C., Canada. 


MARCH 5-9, 1956—NATIONAL-AMERI- 
CAN WHOLESALE GROCERS ASSOCIATION, 
50th Annual Convention, Palmer House, 
Chicago, Illinois. 


MARCH 23-24, 1956—UTAH CANNERS 
ASSOCIATION, Annual Convention, Hotel 
Utah, Salt Lake City, Utah. 


MARCH 26-27, 1956—CANNERS LEAGUE 
OF CALIFORNIA, 52nd Annual Meeting, 
Santa Barbara Biltmore, Santa Bar- 
bara, California. 


JANUARY 5-7, 1956 — NORTHWES? 
CANNERS ASSOCIATION, 42nd Annual Con 
vention, Multnomah Hotel, Portland. 
Ore. 


JANUARY 6, 1957—NATIONAL FROZEN 
FOOD CONVENTION, N.A.F.F.P., N.A.F.F.D.. 
Fontainebleau Hotel, Miami Beach, Fla 


JANUARY 8-10, 1956 — NoRTHWES’ 
FROZEN FOODS ASSOCIATION, Annual Con 
vention, Multnomah Hotel, Portlanc, 
Ore. 


FEBRUARY 1957—NATIONAL CAN- 
NERS ASSOCIATION AND ALLIED INDUSTRIES, 
Annual Convention, Chicago, Illinois. 
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FROM THE ASSOCIATION PRESIDENT’S DESK - - - 


What’s 


Ahead 


For Pickles 


By E. S. GUGGENHEIMER 


Retiring President 
National Pickle Packers Association 


Special to “The Canning Trade” 


“What’s Ahead for Picklers” requires 
a professional crystal ball gazer. 

Being merely a practical pickle packer 
I prefer a review of our problems, be- 
cause it is their solution that offer. the 
healthiest prospects for the future. 


ACHIEVEMENT—The rather remark- 
able achievement of our Industry’s team 
of picklers in boosting pickle popularity 
has overshadowed the fact that we, simi- 
larly with others in the food business, 
have our share of difficulties. Not the 
least of the problems have been the steep 
increases in container costs which have 
amounted to around twelve percent over 
a period of two to three years and pros- 
pects for more are in sight. Most, if not 
all, of these increases have been ab- 
sorbed by the picklers along with in- 
creases in labor, and other overhead. 
Picklers have done a remarkable job in 
“holding the line” against advances al- 
though their materials have gone sky 
hich, Profits have naturally suffered ac- 
cordingly. Good, big crops and expanded 
p:oductive facilities have enabled the 
a proximately 250 picklers in the U.S.A. 
t. fully meet the demand with a plus 
n+ gin for increases. 


LOOKING AHEAD 


UTOMATION —As_ we light the 
cs tles for the 63rd birthday of our na- 
t. cel association, at the Pickle Fair, all 
© .s are thinking in terms of what 
omation” can do for us. Indeed, one 
© he prime reasons for the addition of 
a ichinery exhibit to our annual meet- 
i: nas been the keen interest in special- 
ix pickle machinery. There are still 
to. many hands where machines could 
6; »ate profitably. It is hoped the Pickle 
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Fair will spark great interest on the part 
of our machinery suppliers, showing that 
we are a significant industry, that we do 
have machine interest and purchasing 
power. A machine for every “missing 
link” in the production line is in our fu- 
ture, we hope. 


PRODUCTION-SALES BALANCE— 
A familiar complaint in the food indus- 
try, but one not generally associated 
with the pickle industry because of its 
consumption increase, is the fact that we 
suffer within from over attention to “pro- 
duction” versus “selling” efforts. Indi- 
vidually and collectively our interest is 
turning more than ever to emphasis on a 
better balance between production and 
sales efforts. 


MEETING CONSUMER PREFER- 
ENCE—How to handle the consumer 
preferences as they vary from ham- 
burger slices to dills to sweets and back 
again and still maintain a balanced stock 
of sizes and types of pickles is a problem 
other don’t face. Experience has taught 
us a great deal and yet in the years 
ahead with larger and larger crops re- 
quired, the balancing of our sizes will 
come in for even more skill. 


PEOPLE—And fundamental to our in- 
dustry is the attraction of interested, 
conscientious people. What business can 
be better than the people in it. Ours is 
no different. Fortunate though we are in 
having 3, 4, and 5 generations of pick- 
lers maintaining and broadening the 
knowledge required for this business, we 
do need top notch employees who will 
take pride in accomplishments in years 
to come. People and their training is 
another matter in for collective study. 
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Mr. Guggenheimer and other associa- 
tion presidents completing a tour of 
duty are being asked by this publication 
to share the rich experience of their 
office ... To analyze briefly the signifii- 
cant developments, the problems and the 
opportunities that lie ahead, and to sug- 
gest possibly a course of action based on 
their frequent contact with other proc- 
essors and associations, in handling the 
affairs of the association. This is the 
first of the 1955 series. 


The Pickle Fair, we are proud to relate, 
is another step towards establishing a 
short course based on internal training, 
led by our best qualified personnel. 


As we go on tugging at our bootstraps, 
we’ll need your alert and helpful trade 
press, in the future as now. We thank 
you for your interest and encourage it in 
the future. They say “Tomorrow is the 
biggest day in history; the day all men 
will do better.” Perhaps so, but today is 
yesterday’s tomorrow and today looks 
bright from here. With our Industry 
pulling together through its National 
Association, I feel no obstacle is too 
tough. Thank you. 
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NEW EQUIPMENT 


New Round Pod Bean 
Slicer Developed 


Joe Urschel, Urschel Laboratories, Inc., 
Valparaiso, Indiana, known far and wide 
as the industry’s outstanding authority 
on slicing, dicing and cutting, has an- 
nounced the development of a new bean 
slicer, designed specifically for slicing 
round pod beans. Four of the new ma- 
chines were recently installed in the 
plants of The Larsen Company at Green 
Bay, Wisconsin. 


As bean canners know, up to the pres- 
ent time French style beans were pro- 
duced from the “Bountiful” variety, a 
flat podded bean. .From a mechanical 
standpoint the flat “Bountiful” has been 
ideal for making French style beans, but 
because the fibre content builds up rap- 
idly as it matures, it has been difficult to 
obtain a high quality pack for canning 
or freezing. 


DISADVANTAGE OF FLATS 


Then, too, there are other disadvant- 
ages in using flats: Since all bean proc- 
essing machinery has been built for 
round podded beans, difficulty is encoun- 
tered in running flat beans through 
standard bean equipment; while flats in 
general have a good appearance when 
cutting French style strips, a certain 
amount of the beans going through the 
cutting machinery will stand themselves 
on end, thus producing occasional wide 
slabs that must either be removed on an 
inspection belt or if permitted to go into 
the pack will lower the quality; biggest 
disadvantage and a most important one 
is that the new automatic bean harvest- 
ing machinery will not harvest flat 
podded beans. 


NEAT STRIPS FROM ROUND PODS 


Many canners and freezers have at- 
tempted to use round podded beans from 
time to time; the advantage being, that 
many round podded varieties have a low 
fibre content and consequently higher 
quality. But until the present, the ap- 
pearance of the cuts from round podded 
beans, when run through an ordinary 
bean slicing machine, has been  un- 
sightly. The Urschel Model W Bean 
Slicer was specifically developed for the 
purpose of making French style cuts 
from round podded beans, producing a 
strip both excellent and appetizing in ap- 
pearance; in short, a high quality pack. 
This is accomplished by slicing the beans 
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Product view new Model W French 
Style Bean Slicer. 
lengthwise, the same as any slicing ma- 
chine would do, but in addition simul- 
taneously cutting all of the slabs into 
uniform narrow strips. 

In either canning or freezing, the 
small sieve beans bring the best prices. 
Very often No. 4 and No. 5 sieve beans 
are surplus in the processing plant. The 
use of the Urschel Model W Bean Slicer 
will prove important to processors, be- 
cause No. 4 and No, 5 sieve beans are 
ideal for making the French style cut. 

The latest reports from the Larsen 
Company establish this new bean cutting 
development as a_ highly successful 
operation. The new slicer has paved the 
way for finer quality French style beans, 
making possible a more efficient opera- 
tion and higher quality for the processor. 


French Style Cuts on the round podde 
bean with the Urschel Model W Bean 
Slicer. 


TV INSPECTION OF SCRAPER 
BLADES used in American Can Com. 
pany’s lithographic coating machines 
finds Inspector Charles Graham of Can. 
co’s Cincinnati Machine Shop checking 
the blade edge which appears as a broad 
horizontal bar on the TV screen. The 
clese-set vertical lines at the screen's 
center show the widest allowable surface 
defects. 


TV IN INDUSTRY 


The first use of television to determine 
the sharpness of a_ knife has_ been 
adopted by American Can Company's 
Machine Shop at Cincinnati for the in- 
spection of chrome-plated scraper blades 
used in Canco lithography coating ma- 
chines. 


Magnifying the blades’ thin edges 288 
times their actual size, the TV set is 
part of a newly developed system that 
helps inspectors check them for tiny im- 
perfections which would impair their 
efficiency. Previously inspectors looked 
at the blades through an ordinary micro- 
scope. 


In this new application of closed-cir- 
cuit television—the first used in the can- 
making industry—a small industria! TV 
camera does the job, transferring what 
it “sees” to the receiving set a few feet 
away. 


Frank Connelly, manager of the ma- 
chine shop and originator of the idea te 
employ television in scraper blade in- 
spection, said that inspectors get the job 
done twice as fast, and with more ac- 
curacy, than when “they had to spend 
the day squinting into a microscope.” 


To inspect a blade edge, the inspector 
moves it slowly through a holder under 
the microscope. As each part of the | lade 
passes under the microscope it is rpro- 
duced on the receiving set screen as 4 
horizontal bar about four inches vide. 


Also appearing on the screen are two 
thin vertical lines, very close tog« ther, 
which indicate tolerance limits. Any 
blade with an irregularity that exceeds 
the space between the lines must be dis- 
carded. 
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PROMOTION 


Harold H. Jaeger, Vice- 
President of Warwick & 
Legler, presents the Na- 
tional Restaurant Asso- 
ciation’s Inter - Industry 
Market Development Pro- 
gram to the New York 
Chapter of the Institu- 
tional Food Manufacturers 
of America at a luncheon 
meeting October 7th. At 
left is Linwood F. Brown, 
National Sales Manager, 
Institutional Products Di- 
vision, General Foods Cor- 
poration and National 
President of I. F. M. A. 
At right is Edward Le- 
vine, President of the 
Brass Rail Restaurants. 


Restaurants And Institutional Suppliers 
To Launch Joint Promotion 


Plans for a huge inter-industry drive 
on behalf of the National Restaurant 
Association were announced in detail at 
a luncheon meeting of the New York 
Chapter, Institutional Food Manufac- 
turers of America, on October 7th. 


Harold H. Jaeger, Warwick & Legler 
Vice President, announced the highlights 
of the plan developed for N. R. A. Presi- 
dent Marion Isbell. Mr. Jaeger reported 
to the food manufacturers that the huge 
industry program had received complete 
and enthusiastic approval from the re- 
cent N. R. A. Annual Directors’ Meeting 
at Mt. Pocono, Pa. 


Striking and specific evidence of en- 
thusiastic supplier response was demon- 
strated at the restaurant meeting last 
week, according to Mr. Jaeger. Among 
the companies announcing their advertis- 
ing support of the campaign were: Heinz, 
Kraft, General Foods, Standard Brands 
and International Silver. The latter com- 
pany will spark-plug the campaign with 
a contest to find an “eating out” slogan 
as dramatie and to the point as “Say it 
with flowers”. 


Among the highlights of the N. R. A. 

|. A prediction that the restaurant 
p)ogram as outlined by Mr. Jaeger were: 
industries’ sales volume will increase 
1% in the next 20 years—totaling more 
th n $35,000,000 annually. 


The advertising and promotion pro- 
£: m will have as its first objective in 
in rests of its supporting suppliers the 
ec. version of restaurant operators into 
as aggressive, dynamic brand merchan- 
as their retail counterparts—the 
| stores. 


The scheduling of 3 major con- 
Stor promotions. including “Family 
--Out Month” in February, “Summer 
is rive-and-Dine Time” and for No- 
ve ‘ber and December, “Holiday is Eat- 
Ov Time”, 
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4. The creation and wide use of an 
official symbol for the National Restau- 
rant Association which will also be avail- 
able for advertising and promotion by 
brand advertisers and other manufac- 
turers and purveyors. 


5. A trade advertising and publicity 
campaign undertaken by the N. R. A. to 
provide information and educational ma- 
terial to members, thus assuring adver- 
tisers the fullest support. 


FOOD EDITORS SAMPLE 
COLONIAL CORN FRITTERS 


Colonial Corn Fritters, a newly adapted 
canned corn dish created by CMI made 
its debut at a press party on October 4th 
marking the opening of a famous early 
American recipe collection at the New 
York Historical Society. 

Magazine and newspaper food editors 
were treated to a wide variety of colonial 
food specialties adapted for modern 
menus. The Colonial Corn Fritters were 
prepared using pantry shelf products to 


show how even such an old-fashioned 
food can be adapted to the needs of 
today’s canape tray. Cooperating in the 
presentation of the bite-sized corn mor- 
sels were Flako Products with their Pop- 
over Mix and Borden’s, with their canned 
evaporated milk. These same companies 
will participate in the upcoming canned 
corn promotion with additional recipe 
material created for an intense publicity 
campaign scheduled by CMI. 

The colonial theme will continue to 
dominate the promotion with the appear- 
ance of the December issue of House 
Beautiful, featuring Food Editor Poppy 
Cannon’s Colonial Corn Pie in the food 
pages as well as in full-page advertising 
by Weirton Steel Company. The Weir- 
ton ad will also appear in Better Homes 
& Gardens for December and the recipe 
itself will be released to radio and TV 
food editors during the late autumn 
months. 

Meanwhile, CMI is developing addi- 
tional “Colonial Corn” recipes with the 
cooperation of Flako, Borden’s and the 
corn canners for the nation’s press and 
magazine food editors. 


$2500 GROCER CONTEST FOR 
CANNED FOODS SLOGANS 


$2500 in cash prizes is being offered to 
retail grocers by Continental Can Com- 
pany in their final “Quickie” contest of 
1955, seeking slogans to help sell canned 
foods! Slogans, limited to a total of ten 
words in length, might concern flavor, 
economy, convenience or any other of the 
features that make canned foods so 
popular. 

First Prize in this slogan contest is 
$1,000; Second Prize is $500. There are 
ten Third Prizes of $50 each and twenty 
Fourth Prizes of $25 each, making a 
total of 32 chances to win. The contest 
opens on October 25 and closes on No- 
vember 25, with winners being paid off 
in time for Christmas shopping! “The 
best in foods is better in cans” and 
“Canned food is a family’s best friend” 
are two examples of slogan possibilities. 

Slogans should be mailed (each in a 
separate envelope) to Merchandiser Con- 
test, Box 1511, Grand Central Station, 
New York 17, New York. 


Animated cartoons plus 
natural color vignettes, 
characterize a new line of 
pie face brand, pie filling 
labels, recently introduced 
by the National Fruit Can- 
ning Company of Seattle, 
Washington. Introducing 
these new products under 
its own label is in con- 
formity with a long estab- 
lished company policy. The 
attractive label was de- 
signed and printed by the 
Muirson Label Company. 
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Louis Ratzesberger, President of the 
Illinois Canning Company, and past 
President of the National and Illinois 
Canners Associations, was elected Presi- 


dent of the Illinois State Chamber of . 


Commerce on October 14. 


The Lord-Mott Company of Baltimore, ; 


last week inaugurated a news letter for 
brokers, which will be sent out periodi- 
cally, providing merchandising news to 
pass along to customers. The first issue 
called attention to the Continental Can 
Company $2500 cash prize contest, the 
can price increase coming November 1, 
and some basic facts about the little old 
“tin” can. Brokers were also told to 
watch out for the new Lord-Mott sliced 
potato label. 


Directors of Continental Can Company 
on October 19 declared a regular quar- 
terly dividend of 75 cents a share on the 
common stock, payable December 15, 
1955, to stockholders of record Novem- 
ber 25, 1955. Also declared was a regu- 
lar quarterly dividend on the $3.75 cumu- 
lative preferred stock of 93% cents a 
share, payable January 3, 1956 to stock- 
holders of record December 15, 1955. 


H. J. Everts, Treasurer, and Stacey H. 
Gifford, Secretary and Counsel of Con- 
solidated Foods Corporation, have been 
elected Vice-Presidents, according to an 
October 19 announcement by S. M. Ken- 
nedy, President. Mr. Everts was also 
elected a Director at the same time. He 
joined the C. D. Kenny Division in Balti- 
more in 1940, and following World War 
II was Vice-President and Controller of 
the Western Grocer and Marshall Can- 
ning Divisions. Mr. Gifford joined the 
Reid-Murdoch Division as company at- 
torney in 1944. 


Ralph Moehring, General Manager of 
the S. C. Shannon Company, Appleton, 
Wisconsin, has been elected President of 
the Wisconsin Food & Tobacco Associa- 
tion. Mr. Moehring is a member of the 
Country Garden Distributors’ Advisory 
Board. 


The National Food Brokers Associa- 
tion reports that all requests for Conven- 
tion reservations received by the dead- 
line date, have been assigned to the con- 
vention hotels in Atlantic City. Members 
will be hearing from the hotels direct in 
a month or so. Additional assignments 
will be made as soon as possible, 


10 


The Annual Canners School for Ohio 
State canners will be held at the Student 
Union, Ohio State University, Columbus, 
February 8 and 9, according to an an- 
nouncement by Professor H. D. Brown. 


Eighteen canning plants have won 
places on the Wisconsin Canners Asso- 
ciation honor roll for having no disabling 
injuries during the corn or snap bean 
pack, for the August-September period. 
There were 43 corn and 10 bean report- 
ing plants including 5 packing both com- 
modities and counted separately. Honor 
roll plants in rank according to number 
of man hours were: CORN—The Larsen 
Company, Fort Atkinson; Oconomowoc- 
Poynette Canning Company, Poynette; 
Stokely-Van Camp, Inc., Beaver Dam; 
Fall River Canning Company, Markesan; 
Oostburg Canning Company, Oostburg; 
Stokely-Van Camp, Inc., Brandon; Reeds- 
burg Foods Corporation, Reedsburg; 
Reeseville Canning Company, Reeseville; 
H. & I. Foods, Inec., Hustisford; Pardee- 
ville Canning Company, Pardeeville; 
Calumet-Dutch Packing Company, Wal- 
do; Fall River Canning Company, Blair; 
and Whitewater Canning Company, 
Whitewater. SNAP BEANS—Krier Pre- 
serving Company, Belgium; Lakeside 
Packing Company, Amery; Marshfield 
Canning Company, Marshfield; Country 
Gardens, Ince., Gillett; Chetek Canning 
Company, Chetek. 


The third annual Western Regional 
Frozen Food Convention will be held at 
the Mark Hopkins Hotel, atop Nob Hill, 
San Francisco, California, October 23-25. 
Members from eight far western States 
are expected to be in attendance. 


The first board of directors meeting of 
the Brand Names Foundation to be held 
in San Francisco, California was held the 
second week in October, with close to a 
full attendance. Edward R. Taylor, chair- 
man of the board, said that sales of name 
brand goods in 1955 would pass all 
former records. He stated that this year 
an estimated $12,000,000 worth of space 
would be used by the foundation to 
show the public benefits from brand 
competition and brand advertising. Four 
West Coast members of the foundation’s 
board acted as hosts for about 70 key 
executives at a luncheon held at the St. 
Francis Hotel. Two members of this 
group were Everett M. Runyon, of the 
California Packing Corporation, and E. 
S. Hartwick, of the Carnation Company, 
emphasizing the importance of the can- 
ning industry. 
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FREEZERS STEP UP PUBLIC 
RELATIONS PROGRAM 


Washington, October 20—Lawrence S. 
Martin, secretary-manager of the Na- 
tional Association of Frozen Food Pack- 
ers has announced a stepped-up product 
promotion program for the coming year, 
including production of a 20-minute 
sound and color film to be directed to the 
homemaker. 

An extensive educational program will 
also be directed toward food editors, 
home economists, radio and _ television 
women’s program directors, and others 
who supply information to or have direct 
contact with the consumer. For this 
project, NAFFP has begun compilation 
of material on all phases of frozen food 
storage, handling, and use to be incorpo- 
rated in what Mr. Martin termed “an 
encyclopedia on frozen foods.” The As- 
sociation plans to answer all of the basic 
questions which housewives regularly 
put to food editors, broadcasters, and 
home economists. 

Mr. Martin added that both the book 
and the film will contain information on 
the nutritional value of frozen foods— 
results of the first authentic research 
study on frozen products which will be 
unveiled for the first time at the 1956 
Convention in January. The study is part 
of a five-year, $250,000 research program 
sponsored by NAFFP and being con- 
ducted by the Wisconsin Alumni Re- 
search Foundation, Madison, Wis. 


Dr. Roy E. Morse, formerly research 
director for William J. Stange Co. in Chi- 
cago, has joined Rutgers University at 
New Brunswick, N. J. as professor of 
food technology. His work will consist 
largely of teaching coupled with re- 
search. Dr. Morse is well known for his 
work in meat and other food preserva- 
tion and preparation. 


The Can Manufacturers Institute for 
the second consecutive year, won the 
award for low accident frequency rate 
presented by the National Safety Coun- 
cil. The award was accepted by Jolin 
Dingee, General Manager of CMI’s Mer- 


keting Bureau. The Institute’s progrm 
of alerting manufacturers and packers 
to new methods of accident prevention, 
and stimulating the application of th se 
new methods to plant operations, wre 
responsible, Mr. Dingee said, for the im- 
pressive reduction from previous ye#rs. 
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CONVENTION NOTES 


(Continued from page 6) 


Cc. A. “Joe” Greenleaf, Associate Di- 
vector of the NCA Research Laboratory, 
celivered a color slide presentation be- 
fore the Florida Canners Association 
Meeting at Miami Beach, October 14. 
Siides illustrated and described the 
atomie explosion tests on canned foods 
in Nevada last May. Presentation will 
he shown at most of the state and local 
association meetings this fall. 


Warren Spangle, Secretary, Indiana 
Canners Association, has announced two 
major changes from previous years in 
convention arrangements. Both changes 
have to do with the first day, Wednes- 
day, November 16, which previously was 
concerned with the trap shoot only. The 
trap shoot will go on as usual at 10:00 
A.M., but there will be a sample cutting 
exhibit from 2 to 4 P.M., and an informal 
banquet at 6:45 P.M. on that day. Joe 
Burger, Vice-President and Sales Man- 
ager of Corneli Seed Company, will be 
the featured speaker at the banquet. 
Square dancing starting at 8:30 in the 
lobby, as usual. Also there will be a reg- 
istration fee of $4.00 per person, cover- 
ing all tips and other convention ex- 
penses. Warren has a block of 40 seats 
for the I.U.-Purdue game Saturday, the 
19th, at Bloomington. Many plan to stay 
at French Lick Friday evening, and drive 


to the game on Saturday. Price of tickets 
$4.00 each. Ira Jones, Ed Dunlap, Bob 
Craig, Seward Wright, Lawrence Link, 
and William Switzer, are the Nominat- 
ing Committee for new officers and di- 
rectors. 


Don Jones, Illinois Canners Associa- 
tion, Secretary, reports that reservations 
for the Association Convention at the 
Bismarck, November 3, indicate the 
largest convention yet. Registration 
badges will be ready at the desk the 
morning of the convention for those 
making reservations with the association 
prior to October 28. There will be a 
safety meeting at the Bismarck on Wed- 
nesday, November 2, the day before the 
convention. Allied representatives wel- 
comed. Meeting will start with a lunch- 
eon for which reservations are necessary. 
The tab $4.00. 


Normen Sorensen, President of Coun- 
try Gardens, well known Wisconsin can- 
ner, will address three state conventions 
this fall. In early November at the Wis- 
consin Meeting he will introduce a new 
film depicting the activities of the Na- 
tional Canners Consumer Trade Rela- 
tions Program. On December 2 he ad- 
dresses the Tri-State Packers Association 
at Philadelphia, on the subject of group 
marketing under one label, and on De- 
cember 6 the Michigan Meeting on the 
same subject. Having managed this kind 
of an operation the past 8 or 10 years, 


Mr. Sorensen is well qualified to speak on 
the subject. a 


An education program has_ been 
launched by the National Food Brokers 
Association. This school year nearly 
1,000 professors of marketing and eco- 
nomics are on the Association’s mailing 
list, through which is offered copies of a 
number of food broker publications for 
free distribution to students. NFBA is 
also making arrangements for food brok- 
ers to present the CBS film “The Man 
Who Serves the Food Industry” to col- 
lege classes. 


A report illustrating how marketing 
research ups labor productivity in retail 
frozen food operations based on tests 
conducted in three store installations by 
the USDA has just been issued. This re- 
search attempted to determine better 
ways of handling frozen food in such 
operations as assembling orders and 
loading at the warehouse, delivering to 
store, and price marking and displaying 
the product. The application of methods 
and equipment described resulted in 
labor productivity increases of 31, 36, 
and 44 percent over conventional meth- 
ods in the three supermarkets. A single 
free copy of this report, “Improved 
Handling of Frozen Foods in Retail 
Stores,” Marketing Research Report No. 
104, may be obtained from the Marketing 
Information Division, U.S. Dept. of Agri- 
culture, Washington 25, D. C. 


See your Robins Repre- 
sentative or WRITE FOR 280- 
PAGE CATALOG of processing, 
maintenance and operating 
equipment for canning, freezing 
or dry packing industries. 


Robing ROTO SCREW LYE PEELER 


. . . for potatoes, beets, carrots, onions. Continuous screw 


Y conveyor forces the product down under and through the 
lye bath . . . assures effective, uniform treatment. Draper 
elevator delivers stock to the final washer ; excess lye drains 
back into the tank. Control of solution 
temperature is completely automatic. 


ROBINS ROTO SCREW LYE 
PEELERS...handle up to 7500 
Ibs. per hour yet occupy less 
floor space than 
other peelers of 


equal capacity. 


AND COMPRNY, INC. 


713-729 E. Lomberd St. @ Baltimore 2, Md. 


r SINCE 1855 MANUFACTURERS oF MACHINERY FOR PROCESSING 
APPLES ° ASPARAGUS ° BEETS * CORN * DRIED BEANS * LIMA BEANS * MARMALADES *® OLIVES * ONIONS * PEACHES * PEAS * PEPPERS 
PICKLES. * PUMPKIN RELISHES * SAUERKRAUT * SHRIMP * SPINACH * STRAWBERRIES STRING BEANS * TOMATOES 
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carries the bal 


After the big game—what better way to score extra 
points with guests than to serve an All-American 
Football Supper like the one shown on the right! 


This appealing, four-color, two-page ad (repro- 
duced here in black and white) will appear in the 
November issues of Good Housekeeping and McCall’s— 
Canco’s way of reaching a potential audience of 
21,000,000 customers for you! 

Easy-to-follow recipes show how to prepare the 
All-American Football Supper, using a variety of 
canned foods and beverages. So when a homemaker 
does her family marketing, she’s in the mood to buy. 

Take advantage of this unique and appealing pro- 
motion by Canco. Make sure your retail outlets feature 
your brands . . . price them attractively and display 
them prominently. 

‘ All-American Football Supper is just one of many 
Canco ads aimed directly at the consumer. It’s your 
promotion—profit by it! 


FREE 


Mats or photographs for newspaper advertising... 
To help YOU get YOUR brand featured in food retailers’ 
newspaper ads, Canco has mats for the main illustration of 
this All-American Football Supper ad (2 col. x 65 screen) 
for any tie-in program you may work out with your retailers. 
A mat or photograph will be sent FREE direct to any 
retailer planning such a promotion. Requests should be 
addressed to: American Can Company, Sales Promotion 
Division, 100 Park Avenue, New York 17, New York. 


A winnins 


ASPARAGUS 
For one of the easiest, plesse-ever 
one salede you ever cerved—simply 
of separague and other veg. 
in sections on « 
dish—and let folks mix their 
: own! Provide salad Greens if desired 
tart French dressing. 


Carrots 
j Canco makes the cans that bring them 
t te you—all cleaned and cooked and 
§ cut. And it was Canco research that 
developed the modern “high-tempera. 
ture, short-time” canning procedure 
that retains more flavor and nourish. 
ment than ever before possible 


r GREEN BEANS 


all of today’s canned v. fables, 
they actually contain 
than you often get in fresh shipped 
+» because they're picked 
at their very prime—and packed 

Promptly 


f CHERRIES ond APPLES 
Pluck ‘em from Canco cans! They'll 


be exira-appetizing—because Canco 

experts work constantly with Arowers 

to help them get bigger, juicier, more 

i Combine ‘em—in » 
iahifully different pie. A 

to the cheers! salted: 


Colebretion Pie 
eam (1 4 on) sliced apples 
2 cam (1 Ib to 1 4 on.) canmed of 
ved tant cherries 


1% teaspocas lemon juice 
Few drops red food coloring, if desired 
umbahed Minch pasiry shell 
Drain apples and cherries, reserving 
"2 cup cherry juice. Combine Sugar, 
cornstarch and cinnamon in «mall 
saucepan; blend in reserved juice, 
lemon juice and food coloring. Cook, 
stirring constantly, until misture boils 
! minute. Arrange apples and cherries 
im pastry shell; pour juice mixture 
over fruit, Bake in hot oven (425°F) 


30 minutes, or until crust is brown. 
Serve with whipped cream, if desired. 
Serves sin. 


Go first to the people who are first! 


AMERICAN CAN COMPANY 


New York, Chicago, San Francisco 
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CORN 
Don't those golden kernels look as it 
they'd just been cut from the cob? The 
special can lining that protects the 
natural color and flavor of vegetables 
like this was developed by American 
Can Company. 


ALL-AMERICAN : x invented by Canco scientists—to help 
derness of peas so they can be picked 

at their very peak of goodness. 


seer 

American Can Company not only in- 

vented the first beer can—the can 

trademarked “ Keglaed,” with the spe- 

ctal golden lining that protects the deli- 

cate flavor of this popular 


beverage— 
it also invented the beer can opener! 


(CHIL - KIDNEY BEANS - TAMALES ‘ 
Here's winning combination that 
appetites will really “warm up” to 
after the game. And it's no work at all 
—with foods from Amencan Can 
Company cans. You can even make it 
ahead of ume. 


Chill Casserete 


2 cams (1 Ib. cach) chili com carne 
1 cam (1 Ib) beans, drained 
1 cam (1S on) tamales, drained 
Created Parmesan cheese 


Combine chil con carne and 


oughly heated. Serve with Parmesan i 
cheese. Six portions. 


— 


'4E CANNING TRADE - October 24, 1955 


g 
It ll 
ealtime team-— all eleven from Canco cans! : 
13 


QUANTITY DISCOUNTS 


The Wisconsin Canners Association 
last week, cautioned canners about prob- 
lems under the Robinson-Patman Act, 
that have to do with quantity discount. 
The warning came as the result of a let- 
ter addressed to canners interested in in- 
stitutional business, by the National 
Institutional Wholesale Grocers Associa- 
tion, suggesting that canners establish 
price incentives for buyers who make 
quantity purchases. The letter, accord- 
ing to the Wisconsin Association, sug- 
gested that the jobber buying a truck 
load lot, should receive a price discount 
representing the canner’s saving in cost 
of selling such a quantity, compared to a 
pool truck lot. 

Says the Canners Association: “Sec- 
tion 2(a) of the Act, prohibiting price 
differentials which may injure competi- 
tion between buyers, does provide that 
‘nothing . . . shall prevent differentials 
which make only due allowance for dif- 
ferences in the cost ... resulting from 
the differing . . . quantities in which 
such commodities are .. . sold.’ However, 
this provision has been intercepted by 
the Federal Trade Commission and the 
courts to place an almost impossible 
burden of proof on a seller to justify a 
quantity discount. 

“The report of the Attorney General’s 
National Committee to Study the Anti- 
Trust Laws, issued March 31, 1955, says 
regarding this provision that the cost de- 
fense has proved largely illusory in prac- 
tice, and quotes this statement from the 
most recent Supreme Court decision in- 
volving this provision: Proof of cost 
justification being what it is, too often 
no one can ascertain whether a price is 
cost-justified. 

“We also want to point out that any 
cost justification under the provision of 
the Robinson-Patman Act must be based 
on the individual seller’s experience. 
Quantity discounts cannot be supported 
by average cost figures for an industry 
but depend solely upon the cost records 
of the company granting the price dif- 
ferential.” 


Of a total of 95 vegetable canning 
companies in the State of Indiana, 23 or 
24.2 percent did not operate during the 
season of 1955, according to a list of 
companies operating and not operating 
issued by the Association this week. 


R. F. DUEMLER 


CROWN CHANGES SALES 
EXECUTIVES 


Changes involving three major sales 
positions of the Crown Cork & Seal Co. 
were announced this week by Russell 
Gowans, president: 


Robert F. Duemler, can division vice- 
president of sales, has been promoted to 
director of sales effective immediately. 


E. J. COSTA W.L.LOHRFINCK S. V. TUTTAS 


Mr. Duemler succeeds E. J. Costa who 
retired on September 30 after 47 years 
of active service. Mr. Duemler will direct 
company-wide sales policies and program 
and integrate the sales activities of the 
five operating divisions. He will make his 
office at the company’s headquarters in 
Baltimore and will continue temporarily 
as the can division manager of sales. 


The promotion of W. L. Lohrfinck to 
the new position of general sales mana- 
ger on the staff of the director of sales 
was also announced. He will be respons- 
ible for contacts at policy levels with 
executives of major and national ac- 
counts and prospects. His work will be 
in cooperation with the five division 
managers of sales and their organi- 
zations. 


Samuel V. Tuttas, crown and closure 
division general sales manager, was 
named to succeed Mr. Lohrfinck as the 
division manager of sales. 

Mr. Duemler brings to his new posi- 
tion a long and varied experience in sales 
management and marketing, not only in 
this country but in South America and 
Europe. He joined Crown’s can division 
in June of 1954. 

Mr. Lohrfinck, a native of Baltimore, 
entered the employ of Crown in June 
1915 as a time clerk in the machinery 
division. Mr. Tuttas, born and raised in 
Wisconsin, joined the Crown organiza- 
tion in 1950 as a sales representative, 

Mr. Costa, now officially on “active” 
retirement after 47 years of service, has 
given up his duties as sales chief and 
will live in his new home at Winter 
Haven, Florida. However, he continues 
as a vice president and a member of the 
board of directors and will be available 
for any special assignments where his 
experience and organizational ability 
are needed. 


* 

Bids or offers submitted to the Quar- 
termaster by Indiana firms will be eval- 
uated in the future after deducting the 
one-half of one percent gross income 
(and bonus) tax imposed by the State of 
Indiana. While the tax will be honored 
by the Quartermaster, the bids will be 
evaluated in that manner, according to 
an Indiana Association announcement, in 
order to put Indiana canners on a com- 
petitive basis with canners from other 
areas. 


IN MEMORIAM 

Chester S. “Chet” Booth, 70, Wiscon- 
sin representative of the Stecher-Traung 
Lithograph Corporation, passed away at 
his home in Chicago the first week in 
October. He had been in poor health for 
more than a year. First as a representa- 
tive for Calvert Lithograph, and later 
for Stecher-Traung, Mr. Booth had sold 
labels to Wisconsin canners for more 
than 30 years. 
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Artist’s conception of new $14 million Crown Cork & Sez! 
Company Research Development and Headquarters buildin:, 
construction for which will begin next February. Located at 
Towson, Maryland, a suburb north of Baltimore, the combinatio. 
two and three story structure will contain chemical, physics 
and analytical laboratories, design and drafting departments, 
technical library, and experimental machine shop. Exter- 
sive experiments dealing with new and improved methods fcr 
packaging foods and beverages, including new types of closures, . 


will begin as soon as the building is completed, late next yea:. 
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NEW YORK MARKET 


Sellers Market In Some Items — Limited 
Offerings Tri-State Tomatoes — Corn De- 
mand Eased—Continued Strength In Peas, 
Beans — Kraut Opens Strong — Hand To 
Mouth Buying Of Applesauce—Fruits Rou- 
tine—Citrus Well Sold—Salmon, 
Sardines Short. 


By “New York Stater” 


New York, N. Y., October 20, 1955 


THE SITUATION—Distributors are 
stepping up buying operations in canned 
foods to some extent, but are finding a 
very definite trend toward a sellers’ mar- 
ket in some items. Some buyers have 
been “reaching” for tomatoes in the East, 
but others are hopeful that the expected 
heavier production in California will take 
up the slack of short packs in the Mid- 
west and Tri-States. In canned fish, sal- 
mon and sardine continue to show out- 
standing firmness, while the over-all 
fruit market position appears fairly 
steady. 


THE OUTLOOK—With demand at re- 
tail holding up well and special promo- 
tional campaigns by mass marketers 
making for an accelerated movement, dis- 
tributors are looking ahead to their ex- 
pected year-end inventory positions in 
the light of demands that will have to 
be met during the first half of 1956. 
This appraisal, it is believed, will lead 
to an accelerated replacement buying 
tempo during the remainder of the year 
as operators seek to balance out their 
inventories for the remainder of the cur- 
‘ont marketing year. 


TOMATOES — Many canners in the 
‘i-States remain out of the market. 
“ome are bona fide withdrawals, reflect- 
» canners’ views that more remunera- 
e prices are on the horizon for what- 
‘ unsold stock they may have from 
»5 pack. In other cases, the withdraw- 
reflect a sold-out condition. There 
re limited offerings of standards this 
ek at a range of $1.30-$1.35 for 303s, 
b. canneries, with extra standards at 
0-$1.65. Tomato juice is strong at 
20 for fancy 2s, f.o.b. California can- 
s in most instances are temporarily 
hdrawn, but with a heavy pack wind- 
up, packers are expected to be able 
accept considerable additional busi- 
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CORN—Demand for corn has eased 
somewhat, with the trade now fairly well 
covered on immediate and nearby needs. 
Fancy 303s generally command a mini- 
mum of $1.50, both in the Midwest and 
in the East, with 10s at $9.00 and up- 
wards. On standard 303s, $1.15 is bot- 
tom in current lists. 


PEAS—tThere was little new business 
reported in peas during the week, but 
the market is in strong shape, particu- 
larly on top grades. 


BEANS—With packs running consider- 
ably behind last year in major canning 
areas, continued strength is in evidence 
in the market. Standard cut green beans 
at $1.05 out of the Tri-States are by no 
means as plentiful as was the case a 
short time back, and many canners are 
asking 5 to 10 cents over this figure. 


KRAUT OPENS — Opening prices on 
new pack sauerkraut were announced 
here during the week by a canner mar- 
keting under a national label, with fancy 
308s listing at $1.32% and 2%s at $1.85, 
f.o.b. Midwest cannery. 


APPLESAUCE — With crop reports 
much more encouraging than had been 
looked for, the applesauce market is far 
from strong at the moment. Offerings of 
fancy 303s are reported all the way from 
$1.25 to $1.35 per dozen in the East. 
Distributors are operating only in a 
hand-to-mouth fashion, but are expected 
to take hold of the market in a larger 
way later on in view of the attractive 
shelf prices made possible by the pricing 
of this season’s pack. 


WEST COAST FRUITS—Lower prices 
made effective on fruit cocktail by a 
number of canners have not brought out 
much in the way of additional bookings. 
On 2%s, canners are offering fancy at 
$3.50, with 303s holding at $2.25 and 10s 
at $12.80 and upwards ... Buyers are 
looking the peach situation over rather 
carefully, and many expect to be able to 
make substantial additional commitments 
later on in the season ... Offerings of 
Bartlett pears are on the short side, but 
additional blocks are looked for on the 
market after canners have an opportun- 
ity to clear bookings. 


CITRUS—Reports from Florida note a 
well sold-up market on most juices, with 
a steady undertone ruling. Distributors 
are fairly well covered, however, and ex- 
pect supplies from the past season’s pack 
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to stretch over until shipments from new 
pack begin to move. 


SALMON — With this season’s short 
pack coming onto a market virtually bare 
of carryover, a continued strong price 
basis is in prospect. Canners hold firm at 
$32 and $33 per case for fancy red 
Alaska talls, with halves ranging $19 to 
$20. On pink talls, packers quote $22 to 
$23, with halves at $12.50 and upwards. 
Medium reds are listed at $27 for tall 1s 
and $15 to $15.50 for halves, while chums 
are quoted at $18 for 1s and $10.50 for 
halves. Distributors are somewhat con- 
cerned with consumer reaction to high 
shelf prices for top grades this season 
and talk is again being heard of canners 
“pricing themselves out of the market.” 
The fact that the packs of the past few 
seasons have cleared at comparable price 
levels, however, seems to negate this 
pessimism. 


SARDINES—No material pick-up in 
Maine sardine supply has developed, and 
the market continues strong at a range 
of $8.25 to $8.50 per case for quarter 
keyless oils, f.o.b. canneries. 


CHICAGO MARKET 


Further Dip In Market Activity—California 
Tomato Situation Getting Attention—Juice 
Demand Going Unanswered — Short Beet 
Pack Now- Certain — Pumpkin Extremely 
Short—Routine Demand For Corn—Apple- 
sauce Offered Freely—Kraut Sales Heavy— 
Short Deliveries On Prune Plums. 


By “Midwest” 


Chicago, Ill., Oct. 20, 1955 


THE SITUATION—The tapering off 
in business activity that was apparent 
last week continued this week and a line 
on a chart would show an even greater 
dip. The trade have reached a point 
where they can’t go much farther in the 
way of purchases until they digest what 
they have already bought. Furthermore, 
the average broker hasn’t much to sell at 
the moment and has to fall back on ship- 
ping instructions against commitments 
made some time ago. Nevertheless, mar- 
kets continue very strong with only one 
or two exceptions and shortages are evi- 
dent in many important items. There is 
heavy demand here for pumpkin but 
there is nothing offered from any source 
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in the immediate area. Beet and carrot 
prices are higher due to a short local 
pack and it looks like the overall situa- 
tion on both these items will be one of 
scarcity during the rest of the season. 
Kraut, tomatoes, tomato products, sal- 
mon and better grades of beans continue 
short and it looks like there will be no 
change in this picture with the possible 
exception of tomato products if Cali- 
fornia comes up with a pack large 
enough to offset severe shortages in 
other areas. Prune plums have now 
joined the parade and more than one im- 
portant factor has withdrawn from the 
market due to drastic reductions in 
anticipated production. Most distributors 
here have covered as well as they could 
in the face of these obvious shortages 
and will not be in trouble for the present. 
The difficulties may arise later in the 
season when the pinch begins to hurt 
but buyers always like to believe the 
necessary goods will come out of hiding 
in time. Many of them feel a lot of mer- 
chandise is sold but not shipped and can- 
ners will become somewhat restless if 
goods do not move as fast as expected. 
In this case, only time will tell. 


TOMATOES—Little change to report 
this week with activity down consider- 
ably from previous high levels. The trade 
seem more interested in what their de- 
liveries will be against previous pur- 
chases than they are in covering on addi- 
tional commitments. Also the California 
situation is getting a lot of attention and 
buyers are inclined to go easy until they 
see final developments in that area. Cur- 
rently, standard tomatoes are firmly 
held at a bottom of $1.35 for 303s and 
$8.00 for tens from local sources. How- 
ever, offerings are very much on the lim- 
ited side and any further heavy buying 
could push prices higher. 


TOMATO JUICE —This market has 
been strong right from the start and 
most canners here are now up to $1.30 
for 2s and $2.60 for 46 oz. fancy juice. 
Many canners also report a sold out posi- 
tion although it seems some juice is 
being held off the market. However, 
there is a very sizeable demand that is 
going unanswered at the moment and 
it’s a lot easier today to get a small 
order confirmed than a large one. 


BEETS—tThere is no question any 
longer about the current pack being 
much smaller than last year and it looks 
like about thirty percent. The trade are 
already having difficulty finding certain 
sizes and varieties and they are going to 
have more trouble before another pack 
rolls around. Prices are strong at $6.25 
for fancy sliced in tens with 303s at $1.25 
and eight ounce at $.82%4. Salad sliced 
are bringing $4.75 and $1.00 with some 
canners at even higher levels. The above 
condition applies to Wisconsin and New 
York canners alike. 


PUMPKIN—A lot of demand and no 
pumpkin. Local canners in Wisconsin, 
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Illinois, Indiana and Ohio all appear to 
be in the same shape insofar as new 
sales are concerned. Some of them have 
really been hurt and will pro-rate at fig- 
ures which seem almost ridiculous. 
Others are doing better but none of 
them are in a position to accept further 
business which leaves some very sub- 
stantial business out on a limb. Prices 
really don’t mean much in a situation of 
this kind but all sales to date have been 
made on the basis of $1.05 for 3038s, $1.50 
for 2%s and $5.50 for tens. 


CORN—Demand currently is strictly 
routine as the trade feel prices have 
reached the level at which they will 


‘settle. Besides a lot of corn was moved 


before present prices became effective 
and the average buyer has immediate 
needs well covered. Prices are unchanged 
at $1.50 for fancy 303s and $9.00 for 
tens. The demand for standard grade is 
heavier but very little is offered and that 
is strong at $1.15 to $1.20 for 303 tins 
of cream style. Standard whole kernel is 
non-existant. 


APPLESAUCE — Offerings of apple- 
sauce are abundant but the trade here 
have only been buying on a piecemeal 
basis. Apparently, too many other short 
items have taken the space and money 
available so the trade here are buying 
only as needed and they don’t need very 
much at the moment. Prices have not 
changed and fancy sauce is readily avail- 
able at $1.25 for 303s and $6.75 for tens. 
It’s cheap food in the face of much higher 
prices on a lot of competing items. 


KRAUT—There has been a lot of kraut 
sold here recently as distributors scur- 
ried for cover in the face of rapidly ad- 
vancing prices. Interest in kraut always 
perks up at this time of the year but 
currently business has been unusually 
heavy. There is no doubt about the tight 
situation and higher prices reflect this 
condition. Fancy kraut is_ bringing 
$1.27% for 303s, $1.75 for 2%s and $5.85 
for tens and so far there has been little 
trade resistance. 


WEST COAST FRUITS—Interest at 
present is centered on prune plums as it 
looks like trouble ahead on this item. 
Reports from the Northwest are spotty 
as some canners report excellent ton- 
nage while others have been hurt very 
badly due to too much rain at harvesting 
time. However, indications point to a 
much smaller pack than last year and 
higher prices are in the offing. Buyers 
are also very discouraged with the spot 
lists of available Bartlett pears that are 
offered at present particularly from the 
Northwest. Some very important factors 
are offering so little it’s pathetic with 
nothing available in the way of popular 
sizes and grades. Unless something 
comes out of hiding things are going to 
be tough later on. All in all, the fruit 
market generally appears to be on strong 
ground. 


THE CANNING TRADE .- 


CALIFORNIA MARKET 


Heavier-Than-Usual Buying And Shipping 
Continues—Rush Dry Bean Harvest—Free 
Peach Pack Slightly Below Last Year— 
Larger Size Pear Halves Command Premium 
—Cocktail Prices More Stable—Applesauce 
Pack Unaffected By Strike—Heavy Tomato 
Deliveries Continue — Fish Cannery Strike 
Continues—B.C. Pink Salmon Pack Large. 


By “Berkeley” 


Berkeley, Calif., Oct. 20, 1955 


THE SITUATION—This market con- 
tinues to be featured by heavier than 
usual buying and by shipping in keeping 
with sales. Packs have generally been 
quite heavy, with new records set in 
some lines, and with but comparatively 
few items in oversupply. All this is in 
marked contrast to conditions a year 
ago. Crops have matured at least two 
weeks later than normal through the 
year, but so far there have been no seri- 
ous losses to canners. Activities are now 
being centered on tomatoes for which 
there is a strong demand. Fishing in 
California is largely at a standstill, ow- 
ing to strike conditions, and most items 
in the canned fish list are quite firmly 
held. 


DRY BEANS — Harvesting of dry 
beans is being rushed in order to get the 
crop under cover before the fall rains set 
in, and it is estimated that more than 
half the crop is under shelter. The Cali- 
rornia crop is now estimated at 4,680,000 
bags, against 5,122,000 bags in 1954. 
Stocks of dry beans in California ware- 
houses totaled 1,809,000 cwt. as of Octo- 
ber 1, compared with 1,985,000 a year 
earlier and 1,939,000 the previous 10- 
year October 1 average. Canners and 
domestic dealers are making purchases 
largely for nearby requirements, it is 
reported. 


FREESTONE PACK —The pack of 
freestone peaches in California this year 
is down somewhat from that of last year, 
due largely to the fact that there was an 
increased demand for the fresh fruit for 
shipment East. A report of the Canners 
League of California places the canned 
pack at 3,006,751 cases, converted into 
cases of 24 No. 2%s. The pack was made 
up of 2,832,212 cases of the popular E)- 
bertas and 174,539 cases of Lovells an 
other varieties. Last year’s pack totale! 
3,112,671 cases, of which 2,856,944 cases 
were Elbertas and 255,727 cases of 
Lovells and all others. The demand fcr 
freestone peaches has been quite heav:, 
in keeping with sales of clings, and quite 
a few canners are already quite close y 
sold up. Elbertas have been selling «+ 
$3.42% for No. 2% fancy and at $2.97 '» 
for choice. 


PEARS—wWhile the quality of Bartle 't 
pears has been quite good this seasc., 
the fruit has run to smaller sizes than 
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This has resulted in premiums 


usual, 
bong paid by some buyers for large 
ho lves. While $3.75 a dozen seems to be 
tie price at which many lots of No. 2% 
faney have been moving, more has been 
pid for large size halves. 


fIGS—Fewer canners than usual have 

eked California figs this year, but esti- 
m ates of the total output vary. Prices 
scem to be running a little ahead of those 
of recent years. In common with other 
fruits, the crop was later than usual and 
pack figures have not been compiled. 


COCKTAIL—Buyers of fruit cocktail 
seem inclined to order about as needed, 
but prices seem to be on a more stable 
basis than in recent weeks. Many lists 
have been revised, with the general trend 
downward, and lists now vary but little 
from the general pattern, These seem to 
average about $2.22% for No. 303 fancy, 
$3.47% for No. 2%s and $12.75 for No. 
10s. 


APPLESAUCE — The strike against 
apple canners is still on but the sauce 
pack is not off much from early esti- 
mates. Deliveries are being made but 
some large distributors seem to be out 
of the market for the time being. Sales 
ere largely in the basis of $1.30 for No. 
303 choice, with fancy in this size at 
$1.45. 


TOMATOES — Tomatoes continue to 
pour into canneries, with very little 
damage as yet from rain or other ad- 
verse conditions. Canners have done a 
very heavy volume of business and some 
prorating is reported. Prices continue to 
move upward leading some to wonder 
just what they will be before another 
crop can be planted and harvested. De- 
liveries to canners for the season to Oc- 
tober 7th amounted to 1,300,233 tons, 
according to figures compiled by the Can- 
ners League of California, against 977,- 
141 to a corresponding date last year. 


FISH—The strike in California fish 
canneries is still on, with little liklihood 
of a settlement in the near future, ac- 
cording to some of the principals. Tuna 
ecanners are understood to have sizeable 
stocks and prices on their lines have 
shown little change in recent weeks. 
Anchovies are still selling at $5.40 to 
$6.00 a case for 5 oz. in tomato sauce and 
at $6.50 to $7.00 for 1-lb. ovals. Pacific 
mackerel may be had at $6.50 for No. 1 
tall and jack mackerel at $6.25. Adver- 
tised brands of tuna move at $15.25 to 
$16.25 for fancy white meat No. %s, 
with private label fish at $12.00-$13.00. 
Some sales of squid for export have been 
reported at $3.60 for No. 1 tall. 


The canning of salmon is still under 
way in British Columbia and to the first 


of October had reached 1,365,156 cases 
for the season. A feature has been the 
very large pack of pinks, this having 
reached the 825,191 case mark, the most 
in recent years. The pack of red salmon, 
however, was but 244,239 cases. 


METAL CAN SHIPMENTS | 


Shipments of metal cans in August 
totaled 564,000 tons, in terms of base 
boxes of steel consumed in their manu- 
facture, 32 percent above July shipments 
of 427,000 tons, and 8 percent above 
August 1954 shipments of 522,000 tons, 
according to the Bureau of Census, De- 
partment of Commerce. Shipments of 
fruit and vegetable cans totaling 276,000 
tons, were 16 percent above July ship- 
ments of 167,000 tons, and about 1% per- 
cent greater than the 272,000 tons 
shipped in August 1954. August ship- 
ments of other types of cans, with the 
1954 figure shown in parentheses, were 
as follows: Evaporated and~ condensed 
milk 20,541 (19,684); meat, including 
poultry 11,217 (9,398); fish and seafood 
12,022 (12,511); pet food 12,406 (11,617); 
coffee 16,597 (10,430); lard and shorten- 
ing 11,130 (9,520); soft drinks 3,237 
(6,126); beer 83,648 (66,810); other food 
(including soup and baby food cans) 
36,427 (33,804); oil 28,781 (24,878); 
other non-food 48,295 (42,458). 


| MAIL 
THIS 
TODAY 


Have YOUR PERSONAL COPY 
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{Spot prices per dozen F.O.B. 
cannery unless otherwise 
specified.) 

Note: Many items, particularly vege- 
tables, are withdrawn and _ prices 
represent either last prices quoted or 

for regular customers only. 
ASPARAGUS 
Calif., Fey. All Gr. No. 2 
CG 


5.00 
Mammoth 4.90 
Large 4.85 
Gr. & Wh., Tips, Colossal............ 4.35 
Ungraded 3.65 
No. 10 Cut Spears............ 16.00-16.50 
Pic., all Gr., 3.30 
N. J., Fey. All Gr. No. 300 
Mammoth Spears 4.10 
Large Spears 3.95-4.00 
Mid-W., Fey All Gr. Cuts & Tips 
No. 8 oz 1.65 
No. 1 Pic 1.77% 
No. 300 2.30 
No. 10 16.00 
BEANS, SrrINGLEsS, GREEN 
MARYLAND 
Fey., Fr. Style, 8 oz............. 1.00-1.05 
1.50-1.70 
No. 10 8.50-9.00 
Fey., 3 sv., Cut, No. 308...... 1.55-1.60 
No. 10 8.75 
Ex. Std., Cut Gr., 8 oz....... .90-.9214 
No. 303 1.35 
No. 2% 2.10 
No. 10 7.25-7.50 
Std., Cut, Gr., No. 308........ 1.05-1.15 
No. 2% 1:75-1.85 
No. 10 6.00-6.50 
New & Pa. 
Wh., Fey., 2 sv., No. 308....2.50-2.75 
3 sv. 2.35 
Cut, Fey., 3 sv., No. 303....1.70-1.75 
Cut, Fey., 4 sv., No. 308......1.55-1.60 
No. 10 8.75 
Ex. Std., Cut, No. 308.......... 1.30-1.50 
No. 2%4 2.25-2.50 
No. 10 7.50-8.25 
Std. Cut, No. 303.................. 1.10-1.25 
No. 10 6.50-6.75 
Fey., Fr. Style, Cut, Gr., 
No. 303 1.50 
Fey., 3 sv., cut, wax, 
No. 303 1.75-1.85 
9.50-10.00 
Std., No. 303 1.30-1.45 
No. 10 7.00-7.25 
WISCONSIN 
Gr. Wh., Fey., 2 sv., 
No. 303 2.35-2.45 
No. 10 12.50 
No. 10 11.50 
Cut, Fey., 3 sv., No. 308.............. 1.55 
No. 10 8.75-10.00 
1.40-1.45 
No. 10 8.00-9.50 
No. 10 7.50 
No. 10 6.25 
Bed, Cut, No, BOB 1.10-1.15 
Wax, Cut, Fey., 3 sv.. ini 
9.50-10.00 
4 sv. 1.55-1.60 
No. 10 8.50 
5 sv. 1.25-1.30 
No. 10 7.50 
N.W. & Cal. Blue Lakes 
Wh., Fey., 2 sv., No. 303....2.25-2.40 
No. 10 13.00 
No. 10 12.50 
Vertical, Fey., 3 sv., No. 303......2.45 
4 sv., No. 303 2.3214 
Cut, Fey., 3 sv., No. 303............. 1.90 
No. 10 10.50 
4 sv., No. 303 1.70 
No. 10 9.35 
Ex. Std., 4 sv., No. 308..........0s000 1.65 
Ex. Std., 5 sv., No. 3038...........0000 1.45 
No. 10 8.35 
Std., 1.8214-1.40 
No. 7.35-8.15 
Cut, Gr. 303’s..1.00-1.05 
No. 10 5.00-5.50 
Ex. Std., No. 303 1.10 
Texas, Std., Cut, No. 303............ 1.05 
No. 10 5.50 


LIMA 

EAST 

Fey., Tiny Gr., No. 308........ 2.60-2.70 
Small 2.25-2.35 
No. 10 13.00 
Medium 2.00-2.10 
No. 10 11.75 

Ex. Std. Gr. & Wh., No. 308......1.35 

St. Gr. & Wh., No. 3038..........00008 1.10 
10 7.50 

BEET 

Md., cut, Diced 308s....1.00-1.05 

Fey., Sliced No, 1,20-1.25 

WISCONSIN 

Frey., NOs 8 821% 
No. 303 1.25 
No. 10 6.25 

Diced, No. 303 1.05 
No. 10 5.00-5.25 

Cut, No. 303 1.00-1.05 
5.00-5.25 


N. Y. Fey., Cut & Diced 303s..1.05-1.10 


Sliced 3038s 1.25 
CARROTS 
Wis., Fancy, Diced, 
No. 303 1.05 
No. 10 5.25, 
East, Fey., Diced, 
No. 10 6.50-6.75 
CORN— 


EAst (many withdrawn) 
W.K. & C.S. Golden 


Fey., No. 303 1.50-1.60 


No. 10 9.00-9.25 
No. 10 8.00-8.50 
No. 10 7.00-7.50 
Shoepeg, Fey., No. 308........ 1.60-1.70 
oO. 
BHO. BOB 1.45-1.50 
No. 10 8.50 
Mipwest (few quotations) 
W.K. & C.S. Golden 
12 oz. vac 1.50 
No. 10 9.00-9.25 
Ex. Std., No. 1.30-1.421% 
No. 10 8.00-8.50 
Std., No. 303 1.15-1.20 
No. 10 7.00-7.50 
W.K. & C.S. Co. Gent 
No. 10 9.25 
Ex. Std., W.K. Wh., No. 308......1.25 
PEAS 
Eastern Alaskas 
Fey., 2 sv., No. 2.05-2.15 
No. 10 12.00-12.25 
Fey., 3 sv., No. 1.65-1.75 
No. 10 9.00-9.50 
Ex. Std., 2 sv., No. 303........ 1.55-1.60 
No. 10 9.00 
No. 10 8.00-8.50 
No. 10 7.00-7.25 
Std., 3 sv., No. 308...........1.2501.35 
No. 10 7.25 
No. 10 6.50-7.00 
Ungraded, No, 308............ 1.20-1.25 
No. 10 6.50 
Eastern Sweets 
9.50 
5 sv., No. 10 8.50 
Fey., Ung., No. 308..............1.55-1.65 
No. 10 8.50-9.00 
Ex. Std., Ung., No. 303........ 1.30-1.35 
No. 10 8.00 
4 sv. 8.25 
No. 10 7.50-7.75 
Midwest Alaskas 
Fey., 1 sv., No. 303 2.50 
BO 13.75 
No. 10 12.50 
No. 10 
Ex. Std., 3 sv., No. 308........ ‘45 
No. 10 8.50 
No. 10 7.50 
Std., 4 sv., No. 1.20-1.25 
No. 10 6.50-6.75 
Midwest Sweets 
Fey., 4 sv., No. 303 1.50 
No. 10 8.50 
5 sv., No. 303 1.45 
No. 10 8.00 


Ungraded, No. 808.. 55 


No. 10 8.50-8.75 

Ex. Std., 4 sv. & Ung., 

No. 308 1.3216-1.35 

No. 10 7.75 

5 sv., No. 303 1.30 

No. 10 7.50 
PUMPKIN 

Midwest, Fey., No. 303..(nom.) 1.05 
5.50 

No. 10 5.75 

SAUERKRAUT 

Midwest, Fey., 

No. (nom.) 1.75 

No, 10 (nom.) 5.85-6.00 
SPINACH 

Tri-State Nom. 

Ozark, Fey., No. 1.55-1.60 
No. 10 5.25-5.50 

Calf... Foy., Me. 1.15 
No. 2% 1.60 
No. 10 4.75 

TOMATOES 

Tri-STates (most withdrawn) 

ix; BOB 1.60-1.75 
No. 2% 9.50 
No. 8.75 

No. 2% 2.20-2.35 
No. 10 8.00-8.50 

INDIANA,. Ex, Std., No. 1............ 1.15 

No. 2% 2.35-2.45 
No. 10 8.50-9.00 

No. 2% 2.20 
No. 10 8.00 

Calif., Fey., S.P., No. 303..1.60-1.70 
No. 2 2.00 
No. 2% 2 .20-2.25 
No. 10 8.85-9.00 

Ex. Std., No. 303 1.40 
No. 2% 2.05 
No. 10 

Std., No. 303 1.2214-1.30 
No. 2% 1.80-1.85 
No. 10 6.50-7.00 

Ozarks, Std., NO. -80-.85 
No. 303 1.15 

TOMATO CATSUP 

Calif., Fey., 14 oz 1.90 
No. 10 10.50 

Ind., Fey., 14 oz.....(mom.) 1.75-1.95 

TOMATO PASTE (Per Case) 

No. 10 (per doz.)..........11.00-15.50 


TOMATO PUREE 


Calif., Fey., 1.06, No. 303..1.45-1.50 
No. 2% 2.35-2.40 
No. 10 7.25-7.35 

No. 2 1.60 
No. 10 7.00 
No. 10, 1.06 8.50 

S066, Me, 1.10 
No. 10 8.25 


FRUITS 
APPLE SAUCE 


East, Fey., No. 
6.50-7.00 

Calif. (gravensteins) 

No. 808, Fey. 
No. 10 8.00 
APPLES (East) 
No. 10, Sl 9.00-10.50 
APRICOTS (New Pack) 

Halves, Fey., No. 2% 3.45-3.55 
11.60-12.15 

Choice, No. 2.80-2.90 
10.15-10.75 

Std., No. 2%4 2.60-2.70 
No. 10 9.15-9.75 

Fey., Wh. Peeled, No. 2%.......... 3.50 
Unpeeled 2.27% 

CHERRIES (New Pack) 

R.S.P., Water, No. 303........ 1.80-1.85 
No. 2 2.10 
No. 10 9.25-10.00 

Calif., R.A., Fey., No. 4.20 

Choice, 8 oz 1.50 
No. 303 2.60 
No. 2% 4.00 


—CANNED FOOD PRICES —_ 


No. 10 14,25-15.90 
Northwest, R.A., Ch., 8 
No. 303 2.42'4 
No. 2% 3.95 
No. 10 13.90 
N. Y. Dark Bing Ch., 
No. 303 2.35-2.75 
COCKTAIL 
2.221% 


No, 2% .... 


Choice, No, 303 2.15 
No. 2% 3.35 
No. 10 12.25 
PEACHES 
Calif., Cling, Fey., No. 303..2.00-2.05 
No. 2% 3.10-3.20 
No. 10 11.00 
Choice, No. 1.8744-1.90 
No. 2% 2.75-2.85 
No. 10 ..10.25-10.50 
2.6214-2.671, 
No. 10 9.40-9.60 
Elberta, Fey., No. 3.4214 
No. 10 11.50 
PEARS 
Calif. & N.W., Fey., No. 308....2.35 
No. 2% 3.75 
No. 10 13.50 
Bo. BOB 2.20-2.25 
No. 2% 3.40 
No. 10 12.50 
Std., No. 303 2.00 
No. 2% 3.15 
No. 10 11.50 
PINEAPPLE 
Hawaiian, Fcy., Sl., No. 2.......... 2.95 
No. 2% 3.45 
No. 10 13.10 
Crushed, No. 2 2.4" 
No. 2% 2.95 
No. 10 9.60 
No. 2% 2.85 
No. 10 12.00 
Std., Half Slices, No. 2.25 
No. 2% 2.70 
No. 10 10.60-10.80 
PRUNE PLUMS 
N.W., Fey., No. 2.15-2.25 
No. 10 7.50 
No. 21% 2.00 
No. 10 6.50 
JUICES 
APPLE 
46 oz. tin 2.40 
CITRUS, BLENDED 
Withdrawn 
Withdrawn 
GRAPEFRUIT 
withdrawn 
No. 10 3.75-8.85 
ORANGE 
Withdrawn 
Withdrawn 
PINEAPPLE 
Hawaiian, Fey., No. 1.60 
46 oz. 2.1214 
No. 10 4.40 
TOMATO 
1.20-1.35 
46 oz. 2.50-2.75 
N.Y. & Pa., Fey., No. 1,20 
46 oz. 2.50-2.60 
46 oz. 2.60 
No. 10 4.90 
46 oz. 2.55 
No. 10 4.69 
FISH 
SAI. MON—PER CASE 
Alaska, Red, No. 1T........ $2.00-33.: 9 
19.00-20. 9 
Medium Red, No. 1T 
14’s 15.00-15. 0 
Pink, Tall, No. 1 22.00-23. '0 
12.50-14. 50 
Chum, Tall, No. .19.00-20.0 
11.00-11.50 
SARDINES—Per Case 
Maine, % Oil Keyless............ 8.25-8.50 
TUNA— Per CASE 
Fey., White Meat, 14’s......12.00-1/ 25 
Fey., Light Meat, 14’s......11.50-12.00 
Std., Light 10.50-11.00 
Chunks 10.00-16.50 
Grated 7.16-2.00 
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RATES, per insertion—straight reading, no display—one to 
three insertions per line 50¢, four or more consecutive insertions 
wit out change per line 40¢, minimum charge per Ad $1.00. 
Forms close Wednesday noon. 


Address all numbered Ads: The Canning Trade, 20 S. Gay 
Street, Baltimore 2, Maryland. 


FOR SALE—MACHINERY 


" WHEN IN NEED of food processing machinery of any kind 
wire or call: Ashley Mixon, Canning Machinery Exchange, Plain- 
view (West) Texas. 


~ We manufacture complete lines of food processing machinery 
for canned, frozen and fresh packed products. Wire us regard- 
ing your requirements. A. K. Robins & Co., Inc., Baltimore 2, Md. 


FOR SALE—(3) Ammonia Compressors: York 11 x 13, Frick 
9 x 9, Frick 8 x 8; (3) 50 gal. and (1) 80 gal. St. St. Jacketed 
Tilt Kettles; (30) St. St. and St. Clad Stationary Jacketed 
Kettles from 40 gal. to 200 gal.; (30) Stainless Steel Tanks 
from 40 gal. to 10,500 gal. sizes; (40) Welded Steel Tanks with 
Lastiglas or Mammut Lining from closed breweries (up to 
23,400 gal. sizes); Fitzpatrick Stainless Steel Comminuting 
Machines, Models D6 & F; Hope Machine Co. type 18 Semi- 
Automatic Single Piston Stainless Steel Filler, agitated Hopper, 
rising table; Niagara Stainless Steel Filter 110 sq. ft. Perry 
Equipment Corp., 1402 N,. 6th St., Philadelphia 22, Pa. 


NEW-USED CANNING AND FOOD PROCESSING MA- 
CHINERY—Advise your requirements. Send list machinery you 
have to sell. Otto W. Cuyler, Webster, N. Y. 


FOR SALE—Remanufactured Boilers: 500 H.P. Cleaver- 
Brooks Self Contained Oil Fired, 200 PSI; 150 H.P. Package 
Type, Oil Fired, 150 PSI; 150 H.P. Erie City with Hand Fired 
Grates, 150 PSI. Write: W. B. Osgood, 4100 Roland Ave., Balti- 
more 11, Md. Phone: CHesapeake 3-6506. 


FOR SALE—Practically new Stromberg Time Clock with 20 
racks for cards, cost $350.00 will sell for $150.00; 5 H.P. Motor 
and Compressor $100.00; 4 Model E Chisholm-Ryder Bean Snip- 
pers and 1 Robins Cutter, make offer; 1 Robins Pulper $75.00. 
Homestead Caning Co., Inc., P. O. Box 845, Homestead, Fla. 


WANTED and FOR SALE 


FOR SALE—FACTORIES 


FOR SALE—Canning Factory including Equipment and 
Farms containing over 500 acres in Carroll County, Maryland. 
Will sell separately or in entirety. G. E, Robertson Co., 332 
Equitable Bldg., Baltimore 2, Md. Phone: SAratoga 17-3428. 


FOR SALE OR LEASE—Canning Plant located in Mid-West, 
equipped for the packing of whole kernel and cream style corn. 
Located in good agricultural area, 200,000 case capacity. Owners 
will sell or make partnership arrangements with responsible 
parties. Owners wish to retire from responsibility. Excellent 
opportunity for right individual. Adv. 55260, The Canning Trade. 


FOR SALE—3 Canning Plants; old established firm; continu- 
ous operation for 51 years; corn and peas. Located within 25 and 
45 miles of Baltimore, Md. and Washington, D. C. respectively. 
In Western Maryland, the origin of sweet corn canning. Excel- 
lent shipping rates to Philadelphia, New York, New England, 
as well as Southern points. Siding and truck facilities. Capa- 
city 400,000 cases corn, 150,000 cases peas. One of the largest 
canners of No. 10 corn in the country. Selling the best accounts 
under private and packer’s label. These plants have been a 
money-maker. Owners retiring from active business. Thomas 
& Co., 71 E. South St., Frederick, Md. 


FOR SALE, LEASE OR RENT—Tomato Canning Plant, 303 
and #10 lines, also tomato puree. Very nicely equipped, three 
large Boilers, automatic fired, own pure ample water supply, 
warehouse equipped with fork trucks and pallets; set up could 
also be used for other processing. Outstanding Factory Manager 
available. Plant is in operation. Located in Central Illinois. 
Never have been able to supply local demand. Owner lives in 
the South and wishes to dispose of Northern holdings. Adv. 
55269, The Canning Trade. 


FOR SALE—Ideal site for Food Processing and Freezing 
Plant located in center of the Yakima Valley in Washington 
with abundance of high quality fruits and vegetables. Site of 
about five acres of land is sided by both U. P. and N. P. spurs; 
sewer and water already installed; also has modern two stage 
350 H.P. Ammonia Freezing facility, and 250 H.P. Water Tube 
Boilers. You can’t beat this for food plant site. Build at tre- 
mendous saving the exact type installation you require. For 
additional information inquire: P. O. Box 240, Sunnyside, Wash. 


WANTED—FACTORY 


WANTED—MACHINERY 


WANTED—One Angelus Closing Machine 202 x 314, and one 
Filler 202 x 814, capacity approximately 100 6-o0z. cans per 
minute. Vitauva S.A., Apartado 8602, Mexico City, Mex. 


WANTED—1 RD 12 Rietz Disintegrator; 1 RD 9 Reitz Dis- 
integrator with dual discharge; 1 Wolfinger Beet Slicer, Model 
No 6, % inch slices, equipped with chip reel, 1 in. x 1 in. mesh; 
1 | leetrie Vibrating Sewage Screen. Give price, location and 
con plete details first letter. Harlingen Canning Co., P. O. Box 
31, iarlingen, Tex. 


ANTED—Bodymaker for gallon round cans, without change 
par s, without side seam soldering attachment, but with body 
fee and feed bars. Stern Can Co., Inc., 71 Locust St., Boston 
25, ‘ass. 


HELP WANTED 


\ \NTED—For Southern Canning Plant Asst. to Supt. that 
can vork around warehouse and labeling machine. Give age, 
‘nce and salary expected. Can have year round work or 
Six \onths’ employment. Adv. 55264, The Canning Trade. 


CANNING TRADE 


October 24, 


1955 


WANTED TO RENT—Cannery equipped for beans and toma- 
toes in Florida. Give full details regarding raw stock and 
capacity. Adv. 55259, The Canning Trade. 


MISCELLANEOUS 


ENGINEERING SERVICE—Realize the full efficiency of your 
plant operation. Plant layout, Preventative Maintenance, Equip- 
ment Recommendations, Machinery Design, Quality Control 
Analysis. Efficiency through engineering. Connie Staffa, Food 
Processors Engineering Service, Manor Road, Glen Arm, Md. 


COMPLETE BEDDING OUTFITS—For Rent or Sale to house 
extra laborers. Interstate Bedding Co., 1621 W. Carroll Ave., 
Chicago 12, Ill. Tel. CHesapeake 3-4660. 


VINER APRON SPECIALISTS—AIl types of Viner Aprons; 
endless, lacing slat, and zipper. Curtain, undercarrier and other 
canvas needs. Nationwide service. Berry Canvas Goods, Inc., 
123 Delancey St., Philadelphia, Pa. 


WANTED—To buy job lots of canned foods, all sizes. Schmidt 
Wholesale Grocery, 818 Banklick St., Covington, Ky. 


(Continued on Page 20) 
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PIEDMONT LABEL CO. INC 
LITHOGRAPHERS 


BEDFORD VIRGINIA 


‘4 For Canning Fanciest Cremogenized 
ae and Whole Kernel Corns: 


HUSKERS, CUTTERS, SILKERS, FLOTATION 
WASHERS, ROD-SHAKERS, TRIMMERS, 
CAN SHAKERS, CREMAKERS, 
MACERATORS, SANITARY MIXERS, 
SUCCULOMETERS, CONSISTOMETERS, 
AND ACCESSORY EQUIPMENT. 


THE UNITED SOMPANY 


.WESTMINSTER MD 


MR. FOOD PACKER—If you are interested, we are ready to 
buy job lots, distressed and salvaged canned as well as frozen 
foods of all types and sizes. Adv. 55252, The Canning Trae, 


WANTED—Offerings on dents, rusts, out of condition can:.ed 
goods. Ken Evans, 2935 Russell, Detroit 7, Mich. 


WANTED—Live wire Brokers to handle mushroom account. 
The Myers Canning Co., Spring Grove, Pa. 


ABSOLUTE TOP DOLLAR for your small or large lots dis- 
tress and salvage foods or food products of all types and sizes. 
Adv. 55268, The Canning Trade. 


SITUATIONS WANTED 


POSITION WANTED—Sales Exec. presently employed, de- 
sires change. Excellent sales record on Tri-State and Florida 
canned fruits and vegetables. Adv. 55265, The Canning Trade. 


POSITION WANTED—Purchasing Exec. canned foods, with 
acounting background. Not satisfied with present connections. 
Able and willing produce with your interests in mind. Adv. 
55266, The Canning Trade. 


—— SMILE AWHILE 


There is a saving grace in a sense of humor 
Contributions Welcomed 


FAMILY PRIDE 


Mr. Pewee: Why did you get me such big shirts? 
These are four sizes too large for me. 

His Wife: I wasn’t going to let a strange clerk know 
I married such a little shrimp. 


Rastus: You ain’t yo’self no more. Sick or sompin’? 
Mose: Ah’s got insomnia. Ah keeps wakin’ up every 
few days. 


She had parked her car in front of a fire hydrant for 
two hours. A policeman was waiting for her. 

Policeman: I’ve waited for you for hours—what’s 
your name? 

She: It wouldn’t do you any good if I told you. You 
look like a nice boy—but my husband is about twice 
your size and very jealous. 


INFERENCE 


The school inspector prepared to give the children 
an intelligence test. 

“Now, children, close your eyes.” 

The inspector made a noise like a dog panting. 

“Now open your eyes and tell me what I was doing.” 

“Kissing teacher,” came the reply from one of the 
boys in a back seat. 
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